ABSTRACT
INTRODUCTION
Companies spend most of their time planning marketing activities in relation to users of their products/services in the external market. Do they wonder if similar activities adjusted to the internal market (within the company) may be used with their own employees? Who should be in charge of planning and implementing such activities? What qualities should such person possess and in which department should s/he work? Do Croatian companies even recognise the importance of quality and carefully developed communication within the company? An idea of internal marketing lies on the fact that employees represent the first market for each company. For this reason, employees are the ones who should be educated and informed about their company, its activities and basic objectives, the mission and vision of the company for which their work and, naturally, about benefits and functions offered by products or services of the company to end buyers in external markets. Employees at all levels and in all functions have to be actively included in the process. The basic premise and internal marketing concept are various activities within the company whose primary objective is recognizing company products and services and developing total buyer orientation in all company employees. The role of employees and their relation to the company is decisive in service-based and in manufacturing activities alike, for their work and behaviour affect services for buyers, overall quality, and consequently, the overall sale of products or services (Groenroos, 1990 , Gummesson 1995 ., Matjič, 2002 , McDonald and Payne, 1997 ., Berginc, 2003.) . There are numerous models that indicate a correlation between internal and external marketing (Piercy, 2010.) . Among other, the function and role of internal marketing is a faster acceptance of all activities of external marketing within the company (Berry and Parasurman, 1991.) . 
Illustration of a possible process of internal marketing within the company

REVIEW OF LITERATURE RELATED TO INTERNAL MARKETING
DEFINITIONS OF INTERNAL MARKETING
Internal marketing concept emerged and appeared in literature in the early 1970s (Yang, 2010 ., Rafiq and Ahmed, 2004.) . Authors Varey and Lewis (2000.) argue that internal marketing developed from services marketing. Although it has existed for almost thirty years, this concept has not become widely accepted by managers, while its potential benefits are often grossly neglected (Bannon, 2005.) . Mornay (2010.) claims that most companies have failed to successfully implement internal marketing concepts due to a lack of knowledge and insufficient understanding of all components and their influences within the company. In short, most previous research of possible application of internal marketing may be viewed through four key aspects: treatment of employees as internal customers (Berry, 1981 ., Green 1994.), development of employees' orientation towards internal and external customers (Piercy and Morgan, 1991.) , orientation of internal marketing towards human resource management (Hwang, Chi, 2005.) and development of internal exchange (Bak, 1994.) Marketing experts have recently focused more attention on internal market, particularly in the second half of the 1990s, aware of the need to balance internal and external marketing as a precondition of successful performance (Groenroos, 1990., Janičič, 1990., McDonald and Payne, 1997., Piercy and Morgan, 1991., Došen, Prebežac, 2000.). Numerous authors argue that successful marketing approach is possible solely if internal and external marketing are integrated into company as a joint and mutually dependent system (Caruana, Calleya, 1998.).
According to the American Marketing Association (AMA), internal marketing is oriented towards company employees and it enables employees to efficiently perform their tasks (Kotler, 2000.) . Internal marketing is actually a border between internal organisation and external markets (Gummesson, 2000) . Basic activities of internal marketing are internal informing of employees, internal training of employees, creating togetherness, teamwork atmosphere and motivation (Jarvi, 2009.) . Došen and Prebežac (2000.) claim that internal marketing acts as a process of total management of numerous functions in the company. It works in two manners. First, it secures that employees at all levels, management included, understand and experience company business operations and all activities in the light of the environment that generates an awareness of importance of customers. Second, it secures that all employees are prepared and motivated for customer-oriented behaviour. Basic premise of internal marketing is that internal exchange between the company and groups of its employees has to function efficiently as a precondition of successful business activities in the external market. According to Rafiq and Ahmed (2000.) , internal marketing is a planned effort used by marketing as an approach to overcome organisational resistance to changes. Its purpose is to organise, motivate, inter-functionally co-ordinate and integrate employees towards the efficient implementation of corporate and functional strategies to achieve customer satisfaction through a process of creating motivated and customer oriented employees. Mornay (2010) maintains that internal marketing is an excellent tool that helps in the implementation of strategic plans.
FUNCTION OF INTERNAL MARKETING AND EMPLOYEE RELATIONS
Internal marketing works as a twofold process of holistic management of numerous functions in the company.. Internal marketing is a permanent process in the company where the organisation motivates and empowers employees at all levels with the objective of constantly creating a positive experience for customers (Mulhern and Schultz, 2010.). The function of internal marketing is internal exchange between the company and its employees that has to function efficiently before the company may be successful in realising its objectives related to external market (Gronroos, 1990.) . Furthermore, internal marketing has to be viewed both as business philosophy and as a process (Covey, 2000.). Ferguson and Brown (1991.) argue that marketing has a twofold function, namely securing production and sales and caring about its employees. In fact, the original concept of internal marketing is aimed at implementing the philosophy and practice of external marketing to all personsemployees serving external customers with the objective of employing and keeping the best personnel and for the best employees to be able to work in the best possible way (Franjić, Šverko 2000.). In addition to the previous premise, authors Križman and Bušelić (2001.) argue that satisfying employee needs has the primary role in satisfying the needs of users of external market because only a satisfied employee will adequately provide quality services to customers. Internal marketing has evolved as a concept due to the need to constantly improve all employees involved in production, providing services and customer relations (partially based on Gudmundskon, Lundbreg, 2009.).
INTERNAL MARKETING CONCEPT
Basic concept of internal marketing is founded on two aspects. First, that each employees has his/her internal customers and that s/he is also an internal customer. Second, employers have to secure advantages, benefits and extra services for their employees, make them content, which will lead to better business performance in external markets and customers (Gronroos, 1990 .) In addition to internal marketing as a process and concept oriented towards employees within the company (Green, Walls and Schrest, 1994.), internal marketing has recently also been focused on planning and implementing the process of improving all kinds of exchange within the company by coordinating and improving processes of exchange between the company and its employees, between the management and departments, between departments and department employees. According to internal marketing concept, the entire company becomes an internal market through the process of decentralisation and through viewing departments as profit centres, a sort of inter-department competitors (Ballantyne, 2010) . Nowadays, internal marketing concept makes internal parts of the company compete with each other, selling and buying like in external markets. Furthermore, internal marketing concept is also oriented towards the transformation of internal employees into internal customers making them each other's customers within the organisation. The whole organisation improves its external customer relations only by satisfying the needs and desires within the company (Piercy and Morgan, 1991., Gronroos 1990 ., Janičič, 1990., Green, Walls, Schrest, 1994., Snoj and Mumel, 1998.) . Internal marketing has to be co-ordinated with external marketing and a marketing-oriented company has to treat it as its priority. Marketing orientation certainly has to be preceded by development, communication and implementation of programmes of external marketing. The above definitions of internal marketing indicate the importance of motivation and satisfaction of employees and creation of internal market and internal customers within the company with the objective of satisfying customers in external markets and realising company objectives, mission and strategy. Such statement is closely related to the object of the present research explained and analysed hereinafter and used in drawing further conclusions about the subject matter.
IMPLEMENTATION OF INTERNAL MARKETING CONCEPTS AND MARKETING MIX OBJECTIVES OF INTERNAL MARKETING
To justify the introduction and use of internal marketing, we need to define clear objectives of internal marketing and precisely explain its concept. Objectives of internal marketing are defined in internal and external market (Snoj, Mumel, 1998 ., Franjić, Šverko 2000.) There are three basic objectives of internal marketing (Bašić, 2008.) : the first objective is related to internal market and it comprises investments in employees so that they feel they belong to the company, understand the vision of the company and its strategic objectives and how they will be realised. The second and third objective are related to external market and they refer to investments in customers geared at developing good long-term business relations and reaching competitive advantages, which is the basic premise for survival of the company in the market struggle. Additional objectives of internal marketing are employee motivation (Gronross, 1991., Hay 1999.), an increase of employee satisfaction (Lings, 1999.) , maximizing employee efficiency (Thomson and Whitwell, 1993.) , harmonising employee relations (Snoj, 1998.) , and keeping quality personnel (Green, Walls and Schrest, 1994.) . These objectives also explain the understanding of internal marketing concept (partially according to Barry 1981., Gronroos 2002.) as a strategic view of employees as internal customers who perceive their work tasks as internal products that fulfil the needs of internal customers and finally, of external customers. They imply directing and educating employees to keep and create customer-salesman relations, namely customer-oriented employees and mutual synergic effects that produce competitive advantages as the final objective of each company.
INTERNAL MARKETING MIX
The term marketing mix implies combinations of certain elements used in achieving company objectives and fulfilling customers' needs and desires. Marketing mix includes 4 basic variables: Product, Promotion, Price and Distribution, and recently, particularly in terms of services, the 4 elements are added additional 3 P elements; Process, Personnel and Physical Environment. As with external marketing, internal marketing also comprises the 4 wellknown elements of marketing mix oriented towards the internal market. In this respect, Product denotes policy, programme and service with which the management tries to act on its internal customers-employees, Price refers to the cost of internal programmes, services and policy, Distribution focuses on policies, programmes and services, and Promotion refers to internal sales, internal advertising, internal public relations and publicity, internal incentives and disincentives.
The recognition of elements of marketing mix of internal marketing is indispensable in defining and recognising elements that already exist in the company and, on the other hand, elements that still have to be developed. The table below shows a graphic representation of 4P elements of marketing mix. (Janičić 1990 ., Flipo, 1986 ., Devetak 1999., Bašić, 2008 .,)
ELEMENTS OF INTERNAL MARKETING MIX
There are four elements that constitute the component of product defined by several authors: selection of employees (Groonroos, 2000., Hogg and Carter, 2000), education and training of employees (Gronroos, 2000 ., Cahill, 1995 , teamwork (Bak, 1994.) and empowerment of employees. The first element of internal marketing mix is a product that includes policies, programmes, services, research, planning and education related to the improvement of work and activities of all employees-internal customers. The price of internal marketing mix is the cost of internal programmes, services, education, and research with the objective of their implementation. The price in internal marketing comprises salaries each employee receives on a monthly basis that consist of variable and fixed part, incentives related to successful implementation and application of products of internal marketing mix and awarding system necessary for a successful implementation of the programme of internal marketing.
Flipo (1986.) maintains that distribution refers to the location where activities are performed within the company or in the vicinity of internal customers. Distribution as element of internal marketing mix denotes the place-location of the programme, policies and services that can be related to the company that implements internal marketing. Distribution in internal marketing also comprises the schedule of workplaces, career development and monitoring.
Several authors claim that communication with company employees is the key component in the creation of relations with employees seen as internal customers (Gronroos, 2000 ., Rafiq and Ahmed, 2000.). Activities of promotion of internal marketing are geared at company's own internal market in terms of promoting internal programmes, policies and services. They comprise the internal improvement of sales, internal public relations, internal advertising, internal promotion and personal contact-personal sales. Media used in internal marketing include personal contacts with each employee, internal e-mails for informing employees, internal website, internal ads and internal newsletter.
A proper definition of elements of marketing mix of internal marketing requires an analysis of the state of the company and known degree of development of elements of marketing mix of internal marketing. This is followed by an explanation of each individual element of marketing mix of internal marketing and elaboration of the proposal of manner of implementation of each element within the company. Definition and explanation of elements of marketing mix are followed by their implementation and, finally, control in the function of monitoring, correcting, developing and adjusting erroneous activities with the objective of providing feedback and insisting on constant improvement. Internal marketing certainly comprises a large number of measures and target groups, so that most companies might be faced with the problem which department should take over the responsibility for internal marketing. There are three possible solutions: establishing a special department for internal marketing, operationalization of internal marketing based on the project principle and individual needs in the company or through the expansion of marketing department. Based on steps proposed for the implementation of marketing mix and organisation of internal marketing, research results and their analysis, the following section will illustrate steps that are or are not implemented in Croatian companies. The authors will eventually propose guidelines for future development of internal marketing in Croatia.
PRELIMINARY RESEARCH OF IMPLEMENTATION OF INTERNAL MARKETING CONCEPT IN CROATIAN COMPANIES DEFINING SCOPE OF RESEARCH AND SAMPLE
For the needs of the present paper, we have carried out a research of companies in the area of the Republic of Croatia using the selected questionnaire. Questions were structured based on authors' opinions and experience and the pilot research in the Republic of Croatia performed by Inga Bašić (2008.). Our research was carried out on the sample of 1,500 largest companies in the Republic of Croatia based on the number of employees and total revenues according to the database of Business Croatia. We have sent 1,500 questionnaires to e-mail addresses of selected companies. Selected sample provided 155 correctly filled out questionnaires from Croatian middle-sized and large companies, or 10.33%, which suffices for a preliminary research of this type. Nevertheless, considering the size of the sample, there may be certain shortcomings in the interpretation of results. Before the research, the questionnaire was tested on 3 experts that have not participated in the research 1 . Testing of the questionnaire did not reveal any important shortcomings. The following hypotheses have been made for the needs of the research: H1: Internal marketing is not a relatively new term in Croatia, both in theory and in practice, H2: Internal marketing in Croatia has a positive effect on the satisfaction of most employees H3: Internal marketing in Croatia has a positive effect on organisation, business activities and competitiveness. The research was carried out solely on large and medium-sized companies with highest revenues presuming that internal marketing could be developed only in most advanced companies. Research was carried out from 01.02.2010 to 01.05.2010.
PRESENTATION OF RESEARCH RESULTS
The results of the research are shown below, in tables and descriptions. Based on activities, research featured 52.81 of manufacturing and 47.19 of service based companies, an almost equal percentage. According to the number of employees, 71.11% of companies belong to the category of 50-250 employees, and 28.89% to the category of over 250 employees. The questionnaire was filled out only by key persons (management) in charge of marketing, internal marketing, or directly by directors or members of the management board, hereinafter referred to as "respondents".
ORGANISATION OF INTERNAL MARKETING IN CROATIAN COMPANIES
The results indicate that internal marketing in Croatian companies is mostly organised either as human resources service (24.24%) or within marketing department (33.33%). 34.34% of respondents indicated that internal marketing is not carried out in proposed services but outside them. 
Range of activities of internal marketing and its integration in Croatian companies
Results of our research show that persons in charge of internal marketing in Croatian companies for the most part (57.79%) concentrate on tasks of informing employees and organising various thematic (internal and external) workshops.
The research indicates a relatively high degree of implementation and integration of internal marketing within the company in as many as 64.45% of all cases (grades 3, 4 and 5), while other respondents stated that in their case the degree was low (grade 1 and 2). The largest obstacles affecting the development and functioning of the system of internal marketing are lack of budget and personnel (35%), relatively unclear position within the company of persons in charge of internal marketing (24.29%), lack of interest of the management and administration for internal marketing (15.71%). The same percentage (15.71%) indicate that employees do not collaborate and support employees in charge of implementation of programme of internal marketing. 80.68% of respondents believe that implementation and integration of internal marketing within the company successfully affects customer satisfaction in the company. 78.89% of respondents are convinced that internal marketing directly affects the creation of competitive advantages and successful performance.
The results of our research show that 40.66% of respondents maintain that all their employees actively participate and support activities of internal marketing, while 59.34% of respondents believe that their employees do not participate at all or are indifferent to activities of internal marketing. The latter data does not favour Croatian companies and it certainly indicates shortcomings in the implementation and integration of internal marketing within the company. The following table clearly shows serious understanding of the need to implement internal marketing of respondents (management). The above data show importance and understanding of the need to integrate and implement internal marketing within Croatian companies. Only a small percentage, 17.58% of managements of Croatian companies does not understand the need for internal marketing and maintains it should be cancelled.
Motivation, relation to and understanding of internal marketing in Croatian companies
The below table states that 68.54% of respondents believe and claim that internal marketing has a positive effect on their employee satisfaction. An almost identical percentage (66.77%) refers to employees' better understanding of the vision, mission and strategy of the company thanks to integrated implementation of activities of internal marketing. These employees certainly contribute to productivity and overall results of their companies more than those who do not know the future direction of their career. Furthermore, according to respondents' estimates, activities of internal marketing and its integration within Croatian companies in 71.11% of all cases contribute to better understanding of objectives and work tasks of company employees. Instruments of internal marketing in the Republic of Croatia are distributed through internal meetings (27.20%), intranet -internal network (19.60 %), personal contacts 23.20 % and through adverts, posters and notice boards (17.20%). It is interesting that in only 10% of cases, instruments of internal marketing are distributed and shown to employees through the website. The most widely used instruments of internal marketing are organised and specialised workshops, short reports to employees, internal meetings and internal newsletter.
Contribution and limitations of results and guidelines for future researches
All results of the present research indicate a relatively high level of integration and implementation of internal marketing in the Republic of Croatia. It would be interesting to research and compare the implementation of concepts of internal marketing in companies with less than 50 employees. We believe we would get completely opposing results and that the implementation of the set of instruments of internal marketing probably grows with the size of the company expressed by the number of employees and total revenues. The following table presents research results in relation to research hypotheses. 
Research hypotheses Research results, N=155
H1
Internal marketing is not a relatively new term in Croatia
In 91 % of researched companies, there is some form of organisation of internal marketing. In 64.65 % of researched companies, there is a high level of integration of internal marketing 68.54 % of respondents believe that activities of internal marketing have a positive effect on employee satisfaction in their company
H2
Internal marketing in Croatia has a positive effect on the satisfaction of employees 66.77 % of respondents believe that the implementation of internal marketing in their company contributes to better understanding of the vision, mission and company strategies of the employees, which makes them secure and more content. 78.89 % of respondents believe that internal marketing directly affects the creation of competitive advantages and successful business performance 80.68 % of respondents believe that the implementation of internal marketing concepts has a positive effect on customer satisfaction 40.66 % of respondents believe that internal marketing is important for long-term development of the company
H3
Internal marketing in Croatia has a positive effect on organisation, business activities and competitiveness 71.11 % of respondents believe that the implementation of internal marketing helps their employees understand the objectives of their company, which directly affects business results. Source: authors, 2010.
In terms of the above results, the situation in observed Croatian companies may be evaluated as positive. Internal marketing has been recognised as a need, and a large number of activities and instruments are used in the observed companies. As a mater of fact, researched companies recognise internal marketing. In most cases, respondents maintain that activities of internal marketing directly affect satisfaction of their customers. By the same token, most respondents believe that activities of internal marketing contribute and directly affect the improvement of competitive advantages of their company. Consequently, the present research indicates and confirms the fact that activities of internal marketing undoubtedly have a positive effect as a tool of motivation, which is reflected on a high degree of active participation of employees in activities of internal marketing. Through the statement ''internal marketing affects satisfaction of customers of our company" and the results expressed herein, we can conclude that a large majority of all respondents is aware of the importance and impact of internal marketing both on employee satisfaction and on the consequent satisfaction of users of products and services in the external market. Besides, respondents maintain that activities of internal marketing for the most part significantly affect employees' enhanced understanding of the company vision, mission and objectives and their proper understanding of work tasks. The research also indicated that respondents believe there is still a relatively high degree of employees' lack of understanding of activities of internal marketing-31.87% (indifferent regardless of activity) and of the management (17.58% of managers claim that activities of internal marketing are irrelevant, Table n. 3) who in 49.54% of all cases believe that activities of internal marketing are important but not decisive for the company (Table n. 3). The largest obstacles for the implementation of internal marketing are still a lack of budget for the implementation of activities of internal marketing (18.57%), according to previous researches, 11.61% 2 , unclear position of employees in charge of works of internal marketing -either within human resource department or in marketing department (25%), and lack of interest of the management and employees with the same percentage (15.71%), according to previous researches, undefined objectives and tasks of internal marketing (28 % of respondents) 3 . The above results lead to the conclusion that the first step towards a more intense and efficient removal of barriers would certainly be more intense education of the management about needs and results that may be achieved using a systematic application of instruments of internal marketing. Besides, persons within the company in charge of implementing activities of internal marketing should dedicate more attention to their colleagues and employees in terms of better marketing and understanding benefits and results of an integrated system of internal marketing through measurable indicators of efficiency. All companies should collaborate with experts in the field of internal marketing to create and implement the most efficient programmes and activities. In that case, neither engagement nor securing budget would be limiting factors for the implementation.
FINAL CONSIDERATIONS
Internal marketing is based on seeing employees as internal customers, activities and work tasks are seen as internal products aimed at offering internal products that meet needs and desires of internal and external customers to achieve company objectives. The goal of internal marketing is focusing attention of employees on those internal activities that need to be developed, maintained and improved for the purpose of company performance and strengthening the company in external market. New manners of work undoubtedly require that companies and employees continuously acquire new knowledge and skills -construction of the company with permanent education will be increasingly important in the future. In this context, internal marketing concept focused on continuous improvement of employees and their understanding of the company for which they work will be decisive in the creation of highly competitive and advanced companies. Research results show a high level of implementation and understanding of internal marketing concept in Croatian middle-sized and large companies. By the same token, results indicate a high correlation between the understanding and support of the management to internal marketing and the impact of internal marketing on employee satisfaction. A premise that requires further consideration is that the degree of integration and applicability of internal marketing increases with the size of company, the number of employees and total revenues. Results of the present research show that Croatian companies do not significantly stay behind in terms of implementation and understanding of internal marketing compared to companies of the neighbouring European countries. Further efforts and research should be performed in order to find measurable effects of activities of internal marketing so that its development and implementation in Croatian companies might increase and expand. 
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